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SATISFACTION WITH NATIONALITY AS THE MODERATING 
VARIABLE: EMPIRICAL STUDY IN UNIVERSITAS 
MUHAMMADIYAH SURAKARTA’S INTERNATIONAL PROGRAM 
 
ABSTRAK 
 
Penelitian kuantitatif ini mengkaji tentang pengaruh nilai yang dipersepsikan 
terhadap kepuasan pelanggan dalam konteks program internasional UMS, dengan 
kewarganegaraan sebagai variable moderasi. Penelitian ini bertujuan untuk 
menyelidiki apakah hubungan 6 dimensi nilai yang dipersepsikan; nilai fungsional, 
nilai emosional, nilai sosial, nilai harga, bukti fisik, personil dengan kepuasan 
pelanggan dapat dipengaruhi oleh karakteristik responden, yaitu kewarganegaraan. 
Sampling acak berproporsi digunakan dalam penelitian ini, dan data sebanyak 88 
responden didapatkan melalui survey kuesioner. Moderated regression analysis 
digunakan untuk menguji pengaruh dari moderasinya. Terdapat dua model dalam 
penelitian ini yang menjelaskan hubungan nilai yang dipersepsikan dengan 
kepuasan pelanggan dengan moderasi kewarganegaraan. Setelah dilakukan 
analisis, nilai yang dipersepsikan dipastikan memiliki pengaruh terhadap kepuasan 
pelanggan. Akan tetapi, hasil dari model kedua atau MRA menunjukkan bahwa 
kewarganegaraan tidak sepenuhnya memoderasi nilai yang dipersepsikan terhadap 
kepuasan pelanggan. Pada akhirnya, penulis menyarankan agar penelitian lanjutan 
harus dilakukan dengan jumlah sampel yang memadai dan juga metode yang 
sesuai, agar didapatkan hasil yang lebih baik dan memberikan kontribusi 
manajerial yang lebih baik.   
 
Keyword:  Nilai yang Dipersepsikan, Kepuasan Pelanggan, Kewarganegaraan,    
Program Internasional 
 
 
ABSTRACT 
 
This quantitative research examines the effect of perceived-value towards 
customers satisfaction in context of UMS international program, with nationality 
as the moderating variable. This study aims to investigate whether the relationship 
between six dimensions of perceived-value; functional value, emotional value, 
social value, price value, physical evidence, price with customers satisfaction can 
be influenced by respondent’s characteristic which is nationality or not. 
Proportional random sampling employed in this research, and 88 respondents’ 
data were obtained through questionnaire-based survey. Moderated regression 
analysis is used in order to check the effect of the moderation. There are two 
models to explain the relationship of perceived-value to customer satisfaction with 
the moderation of nationality. After they were analyzed, it is confirmed that 
perceived-value influence customer satisfaction. However, the outcome of model 
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2 or the MRA showed that nationality is not exactly moderating perceived-value 
towards customer satisfaction. Finally, researcher suggests for the future research 
should be conducted under appropriate number of sample and so do the method, 
for a better result and provides better managerial contribution.    
 
Keyword: Perceived-value, Customer Satisfaction, Nationality, International             
Program 
 
1. Introduction 
 
In the 20th century, transactional marketing was the predominant trend. 
For this type of marketing, it is typical to focus on sales promotion and to 
endeavor attracting more and more new customers. It is characteristically short-
term oriented with only little emphasis on customer service. Overall, the 
transactional marketing strategy implies rather slight relationship between a 
customer and the company. It is so due to the fact, that customer contact is held 
at minimum. Therefore, customer commitment to the brand is also not of 
satisfactory height (Šonkova & Grabowska, 2015). In contrast to what was 
mentioned about transactional marketing, relationship marketing focuses on 
customer retention, which means, that companies make effort to keep their 
existing customers rather than to attract new ones. In order to do so, they 
provide them with a variety of benefits.  E-companies also emphasize the 
ongoing contact with their customers so that they can effectively adapt their 
marketing strategy and create strong customer commitment. Some companies 
no longer use the term “customer”, instead they prefer to name them “clients”, 
“partners” or “associates”. Relationship marketing also aims to satisfy the 
customer on a large scale (Šonkova & Grabowska, 2015). 
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In today’s highly competitive business environment, companies are unable 
to longer survive with a transactional attitude towards customers. They have to 
focus their marketing lenses more rational dimension, which is considered to be 
the most suitable approach for satisfying and maintaining customers. For this 
reason, nowadays customer satisfaction has been viewed as an important 
theoretical and practical issue for most of the marketers and researchers (Ramin 
Rakhsha & Majidazar, 2011). In the Satisfaction literature “expectations reflect 
anticipated performance” (Churchill and Supernant, 1982) made by the 
customer about the levels of performance during a transaction. On the other 
hand, in the service quality literature, expectations are conceptualized as a 
normative standard of future wants (Boulding, W. et al., 1993). 
The connection between perceived value and customer satisfaction or 
future intentions has been debated in the services marketing literature. While it 
is contended that value has a direct impact on how satisfied customers are with 
a supplier (Anderson et al., 1994) and that satisfaction depends on value 
(Ravald and GroÈnroos, 1996), Simultaneously, Kluckhohn and Strodtbeck 
(1961) stated that “customers coming from different cultures or countries can 
have expectations regarding a service because cultures are different in terms of 
the behavior and attitude sets” (cited in Temessek Behi, 2008).  
University ranking sometimes becomes a benchmark to compare one 
another. The better of the university provide an international program, the better 
of the ranking they will get. A highly International university acquires and 
confers a number of advantages. It demonstrates an ability to attract faculty and 
students from across the world, which in turn suggests that it possesses a strong 
International brand (Dill & Soo, 2005). Nevertheless, students’ satisfaction to 
the international program is the main evaluation to assess and investigate 
whether the international program services adequately or does not meet the 
expectation. Therefore, the researcher wants to investigate to what extent do 
perceived-values influence student’s satisfaction, also with the moderation of 
nationality as well. 
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1.1. Backgound Literature 
1.1.1. Relationship Marketing 
Relationship marketing aims to sustain long-term relationship. It 
builds strong economic, technical, and social ties among the parties 
(Kotler, 2012). Service providers should maintain the relationship 
attractive by applying good marketing strategies for defending the 
relationship (Gronroos, 2000). Beside, quality improvement can be 
enhanced by recognizing what customers really need because they will 
prefer the service providers which best meet their necessities (Octora & 
Achyar, 2014). 
1.1.2. Customer Satisfaction 
Kondou (1999) defines customer satisfaction as a person’s subjective 
evaluation of his or her situation results in a positive emotional response. 
A successful delivery of customer satisfaction plays an important role in 
the survival and long-term profitability of casinos in light of the strong 
competition in the gaming business (Mayer et al., 1998; Morgan et al., 
2005). In addition, the quality of service customers experience in the 
gaming industry influences their satisfaction (Wannenburg et al, 2009). 
Therefore, in the case of educational program, the institution’s 
management needs to provide customers or in this case students with a 
better quality of services resulting in a high level of customer satisfaction 
in order to build and keep a strong and long-lasting relationship with 
customers. 
1.1.3. Perceived value 
According to Zeithaml (1988), perceived value is “the consumer’s 
overall assessment of the utility of a product or service based on 
perceptions of what is received and what is given”. To be able to 
understand customer-perceived value to the full, the buyer’s value chain 
needs to be presented. 
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Perceived value is identified have a relation with customer satisfaction and 
quality (Tam, 2000). The response-pattern of the research study conducted 
by Zeithaml & Bitner (2000) sets out six dimensions of Perceived value: 
1. Functional Value 
2. Functional Value of Personnel 
3. Installation (Physical Evidence) 
4. Functional Value of Price 
5. Emotional Value 
6. Social Value 
H1:  Perceived-values have a positive effect on students satisfaction 
of UMS’ International program. 
1.1.4.   Nationality 
National culture has been defined as patterns of thinking, feeling, and 
acting that are rooted in common values and societal conventions (Nakata 
and Sivakumar 2001). National cultures have been classified in many ways, 
but Hall’s (1976) context paradigm, Furthermore, a number of researchers 
have observed that individuals from different cultures have fairly 
dissimilar levels of satisfaction (Yavas et al., 1990). 
1.1.5. The Moderating Role of Nationality between Perceived-value and 
Customers Satisfaction 
Many researchers have adopted the customer's nationality as the 
moderating variable. For example, Johnson & Grier (2013) affirm that the 
customer's nationality moderates the relation between the social 
environment and the customer's satisfaction. Likewise, Menvielle et al., 
(2008) studied the moderating role that the nationality plays between the 
perception of social variables and behavioral reactions. Meanwhile, Zgolli 
& Zaiem (2017) recently found that nationality positively and significantly 
moderates between CCI (Customer-to-Customer Interaction) and 
behavioral reactions as satisfaction is also included there. 
H2:  Nationality moderates perceived values to students satisfaction 
of UMS’ International program. 
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Figure 1 
Theoretical Framework of 
Perceived value effect 
with Nationality as 
Moderating Variable 
  
2. Method 
This study included in quantitative study. The type of this study is causal 
research, where the researcher will test a specific hypothesis and assess certain 
correlation. This study took place in the international programs of Universitas 
Muhammadiyah Surakarta (UMS).  
 The population of this study was all of undergraduate students of UMS’ 
international programs. The number of the population is obtained from UMS’ 
office of international affairs. The total population of this study were 757 students, 
containing 116 foreign students (15%) and 641 domestic or Indonesian students 
(85%). The sample of this research were 88 respondents, and the sample 
consisting of 13 of foreign students (15%) and 75 of local or Indonesian students 
(85%). The researcher used Slovin formula (Umar, 2004) to count the amount of 
sample needed. The sampling method that used in this research is probability 
sampling, where it is proportional stratified random sampling. 
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3. Finding and Data Analysis 
3.1. Descriptive Analysis 
This study result showed that from 88 respondents who chosen as the 
sample, it consists of various numbers of respondent from different department. 
The highest number of student who took a part in this research were 15 students 
from management (17%). Moreover, the most number of student who became 
respondents in this study came from class of 2017, as it was 36 students or 
contributed for 40.9%. It also revealed that there were 47 female respondents 
(53.4%) and 41 male respondents (46.6%). More importantly, there were 75 
Indonesian students who participated as the sample, since 85% of the sample 
should be domestic students, and 15%. The rest of them were ranging from 
Palestine (4 students, 4.5%), 2 Jordanian students, 2.3%), and the rest were from 
Morocco, Madagascar, Taiwan, Thailand, Singapore, Egypt, Uganda (each has 
only one participant, and contributed for 1.1%). 
3.2. Validity and Reliability Test 
From the result of validity test for perceived-value and customer satisfaction, 
it could be concluded that all of the indicators loading factor overall > 0.3 and 
were valid (Hair et al. 1998). The results are already grouped in each component. 
Reliability measurement is done by using Cronbach alpha coefficient (a). 
Where reliability is usually at least 0.6 (Ghozali, 2006).  
Table 1 
Validity and Raliability result 
Construct Crobach's 
α 
Measurement Items Factor 
Loadings 
Perceived 
value 
0.919 
UMS' International program is well-organized 0.557 
Quality of UMS' International program is always maintained  0.72 
Compared to other International programs in other campus, UMS' 
International program has acceptable quality 
0.697 
The result of this program is as expected 0.639 
I feel comfortable with the choice I made with this International 0.474 
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program 
Employees always respond well, with whatever service I need 0.868 
Employees give me positive feelings  0.869 
Employees did not force me to decide quickly when the first time I 
come to UMS 
0.781 
Being the students of UMS' International program has improved the 
way other people perceived me  
0.771 
This UMS' International program was also taken by many people that I 
know 
0.776 
People who take UMS' International program obtain social approval 0.545 
Taking UMS’ International program changed the way I am perceived 
by others 
0.667 
The service I get from UMS' International program is appropriate with 
the tuition fee paid 
0.875 
The tuition fee for UMS’ International program is reasonable (logic, 
can be paid by the student)  
0.848 
The fee of UMS’ international program was my main criterion when 
choosing this program 
0.421 
The classes are neat and well-treated  0.908 
The offices are neat and well-treated 0.867 
The facilities (Musholla, parking area, canteen) are overall wide, 
modern, and clean 
0.786 
The classes, office, and campus building’s locations are good 0.621 
The employees (lecturers & staffs) are good professionals and they are 
up-to-date to recent news and trends  
0.762 
The employees (lecturers & staffs) know their jobs well 0.682 
The employees (lecturers & staffs) give many valuable advices to me 0.812 
The lecturers master the materials they teach to the students 0.825 
Customer 
Satisfaction 
0.807 
I have always feel satisfied with UMS' International program 0.421 
My expectations to UMS' International program have been met at all 
times 
0.682 
The level of satisfaction attained is high compared to that of other 
Universities' International program 
0.812 
I get new knowledge from UMS’ International program     0.825 
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3.3. Hypothesis Test 
Table 2. 
Regression model 1 
 
Perceived value dimensions to Customer Satisfaction. The first research 
question explored whether perceived value dimensions influence customer 
satisfaction. Value of R
2
 is 0.652, with F=161.457 (Sig.=0.000). Perceived-value 
in this regression results β of 0.183 with Sig.  of 0.000 . It means that there is 
relationship between perceived value with customer satisfaction. Therefore, H1 is 
accepted.  
Table 3. 
Regression model 2 
 
Moderating effect of Nationality on the relationship between perceived-
value with customer satisfaction. The second research question explored whether 
perceived value dimensions effect to customer satisfaction moderated by 
nationality. Value of R
2
 shows 0.659, with F=54.089 (Sig.=0.000). Perceived-
value in this regression results β of 0.143 with Sig.  of 0.001 . And the rest, 
 
 
10 
 
nationality results β of -3.615 with Sig. 0.335, and also the interaction between 
perceived value and nationality results β of 0.47 with the Sig. of 0.285 . It means 
that there is no moderating of nationality in the relationship between perceived 
value with customer satisfaction. As a consequence, H2 is rejected.  
4. Conclusion 
The first hypothesis proposed that perceived value dimensions; functional 
value, emotional value, social value, price value, physical evidence, and personnel 
influence customer satisfaction positively, since the t test resulting significant. 
This finding strengthens Tam (2000) that customer satisfaction positively affected 
by the perceived value.  
On the other hand, the second hypothesis where it was proposed that 
nationality moderates the relationship of perceived value and customer 
satisfaction is not proved. This is due to the result of the t test of the interaction 
between perceived value with customer satisfaction shows not significant. This 
result contradicts with most studies like Yousef (2000), Zgolli & Zaiem (2017) 
where they found nationality had a moderation effect.  
In the researcher’s point of view, this matter could possibly caused by the 
high difference number of sample between Indonesian and foreign students. 
Moreover, it can be seen from the respondents demographic in table 4.4 that the 
nationalities among respondents mostly come from middle-eastern and Asian 
countries, so it is expected that they have similar traits, like what was described by 
Hofstede (1980). 
Nationality in this research only become a potential moderator or 
homologizer moderator (Sharma et.al., 1981), which means this variable is 
potential to be a moderating variable between perceived-value and students 
satisfaction. This is due to the result of b2 and b3 are both showed not significant 
(sig α > 0.05). 
Managerial Implications, this research reaffirmed previous theory that 
perceived-value could affect customer satisfaction. Hence, the managers in the 
institutions should have a clear and explicit strategic position in terms of 
interactions with customers, in order to increase more satisfaction and 
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consequently can retain customer relationship. Although the outcome of this study 
is not proving that nationality influence perceived-value to customer satisfaction, 
managers should not put aside that it can have an effect because the previous 
studies have already proved it. Therefore, managers can have a diversification 
management among the customers since long-term relationship is very important 
in a relationship marketing. 
Limitations and directions for future research, After all analysis done in this 
research, there are still some limitations from this research such as the amount of 
the sample is relatively small for a common research, where the difference 
between two subgroups is also very high. There is also a small diversion of 
nationality among the respondent, which is slightly representative for this research. 
In addition, proportion number difference between Indonesian and foreign student 
is exceptionally high. Hence, future researcher should consider to increase the 
number of sample and use appropriate sampling method, so that the result 
becomes more representative and more reliable. Further research could be done in 
various colleges in a specific area, as a result comparison. However, it should not 
be forgotten that the number of international students must be put as a 
consideration in the first place. 
Recommendation, according to the presented fact of respondent’s responses, 
the manager of the institution can take it as the reference for developing the 
international program, for example the functional value which the index result is 
“sufficient”. As consequence, UMS international program should reassure the 
functional quality of the program, either to the current student or to the applicant 
of the program. Not only that, UMS international program also should broaden its 
collaboration with western countries and make the program to be more attractive 
to the western people, since it is also account for the university ranking. 
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